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Abstract

The future of retailing will take consumers to the metaverse. How these novel
shopping experiences will look and feel remains largely unknown. Experts predict
immersive metaverse retail experiences will help build even deeper connections with
customers. We explored this hypothesis in an experiment (N = 133) on the effect of
metaverse fidelity on consumer responses to shopping (vs. browsing) for groceries in a
virtual retail store. The results indicate that high (vs. low) fidelity increases female
customers’ loyalty intentions but has no impact on male customers, and is contingent
on the activated goal, with customers’ loyalty intentions being increased after browsing
but not shopping. These findings offer novel implications for the field, as they suggest
metaverse fidelity to generate gender-specific responses that are also goal-specific,
thus underscoring that contextual sensitivity might be a methodological barrier when
running marketing-relevant metaverse studies.
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